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ABSTRAK
Soraya Nazalia NIM 04040421096, 2023, Tanggung Jawab
Social Media Specialist dalam Membangun Brand Awareness di
Persada Indonesia

Penelitian ini bertujuan untuk mengetahui bagaimana
tanggung jawab social media specialist dalam membangun brand
awareness dan apa tantangan yang dihadapi oleh social media
specialist dalam membangun brand awareness di Persada Indonesia.
Penelitian ini menggunakan metode penelitian kualitatif studi kasus.
Teknik pengumpulan data yang digunakan adalah observasi,
dokumentasi dan wawancara. Teknik validitas yang digunakan adalah
triangulasi metode, triangulasi sumber data dan triangulasi teori dan
untuk analisis data peneliti menggunakan pendekatan Mils dan
Huberman. Hasil penelitian menunjukkan bahwa tanggung jawab
social media specialist meliputi pembuatan strategi konten,
manajemen media sosial, pengelolaan iklan digital, analisis kinerja
kampanye, serta evaluasi untuk mengoptimalkan efektivitas kegiatan
pemarasan digital. tanggung jawab ini dinilai penting dalam
meningkatkan keterlibatan audiens, jangkauan akun dan kesadaran
merek di tengah persaingan industri yang semakin ketat. Namun,
penelitian juga megungkap tantangan yang dihadapi, baik secara
internal dan eksternal perusahaan. Tantangan internal meliputi
sulitnya menghasilkan ide kreatif dan konten viral yang sesuai dengan
budaya perusahaan. Mengingat karakteristik religius dari jasa yang
ditawarkan. Sementara itu; tantangan eksternal perusahaan mencakup
persaingan dengan travel haji dan umrah yang menawarkan harga
paket lebih murah dan perubahan algoritma media sosial yang sulit di
prediksi. Dengan tantangan ini, social media specialist dapat
bertanggung jawab dalam menganalisis strategi, medukung
pertumbuhan pasar dan eksistensi Persada Indonesia.

Kata Kunci : Social Media Specialist, Brand Awareness, Travel
Haji Umrah
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ABSTRAK
Soraya Nazalia NIM 04040421096, 2023, The Role of Social
Media Specialists in Building Brand Awareness at Persada Indonesia

This study aims to determine the role of social media
specialists in building brand awareness and what challenges are faced
by social media specialists in building brand awareness at Persada
Indonesia. This study uses a qualitative case study research method.
The data collection techniques used are observation, documentation
and interviews. The validity techniques used are method triangulation,
data source triangulation and theory triangulation and for data
analysis the researcher uses the Mils and Huberman approach. The
results of the study indicate that the role of social media specialists
includes creating content strategies, social media management, digital
advertising management, campaign performance analysis, and
evaluation to optimize the effectiveness of digital marketing activities.
This role is considered important in increasing audience engagement,
account reach and brand awareness amidst increasingly tight industry
competition. However, the study also revealed the challenges faced,
both internally and externally by the company. Internal challenges
include the difficulty of generating creative ideas and viral content
that is in accordance with the company's culture. Given the religious
characteristics of the services offered. Meanwhile, the company's
external challenges include competition with hajj and umrah travel
that offers cheaper package prices and changes in social media
algorithms that are difficult to predict. With_this «challenge, social
media specialist'can play ‘a role in" analyzing ‘strategies, supporting
market growth and the existence of Persada Indonesia.

Keywords: Social Media Specialist, Brand Awareness, Hajj Umrah
Travel
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